Our analysis suggests that TIMS provided a hospitable environment for the birth of marketing science as a field. However, organizational problems did appear, and we shall see that small changes in events or people could have dramatically altered outcomes. We find good evidence of success but also centrifugal challenges for the College today.
Pre-Founding and the Zeitgeist of the 1960s
In the early years after World War II, industry enthusiastically explored scientific methods that might help managers solve the many problems they encountered in rebuilding their companies. Industrial OR groups became common. During the same period universities were open to expansion into new fields. Riding this wave, ORSA was founded in 1952 and TIMS in 1953. Significant ORMS advances made it possible to improve inventory and production control in practical situations. Early workers also tackled marketing problems. These were more difficult because the variables themselves and the relationships among them were less clear and harder to measure. Nevertheless, the second issue of Operations Research contained a marketing paper by John Magee, ''The Effect of Promotional Effort on Sales'' (Magee 1953). In the seven volumes prior to 1960, nine marketing papers had appeared in that journal. The trend continued in the period leading up to the founding of the Marketing College in 1967. It is noteworthy that many of these papers described real operations and/or reported empirical analysis of field data. Management Science was also publishing marketing papers in this period, fewer in the 1950s but accelerating in the 1960s. Montgomery (2001) 
